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F
ood F

ilm
s 

- Food Inc 
- Fresh 

- Food Fight 

- Ingredients 

- Food M
atters 

- Supersize M
e 

- T
he Future of Food 

- T
he G

arden 

- K
ing C

orn 

- W
hat's on your plate? 

- D
econstructing supper 

W
ater F

ilm
s 

- Flow
 

- B
lue G

old 
- Tapped 
- T

hirst 
- B

lue Legacy 
- Story of B

ottled W
ater 

- Last C
all at the O

asis 

C
lim

ate F
ilm

s 
- E

verything's C
ool 

- A
n Inconvenient Truth 

- 11th hour 
- N

o Im
pact M

an 
- C

ollapse 
- R

adically Sim
ple 

- B
lind Spot 

T
ransportation F

ilm
s 

- W
ho K

illed the E
lectric C

ar? 
- R

evenge of the E
lectric C

ar 
- Fuel 
- C

rude 



“W
e often see m

ultiple film
s on a very sim

ilar subject or w
ith a 

sim
ilar social change goal.  

 W
ithin the range of storytelling, som

e m
ethods truly speak to an 

audience by sparking real em
otions...and others do little m

ore 
than entertain or inform

.”   
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! O
ur G

oal: Investigate the use of psychological 
principles in film

 to better understand how
 narrative, 

fram
ing, and editing strategies can im

pact response.  

! O
ur A

pproach: 
     

! P
hase 1: Theory D

evelopm
ent 

! P
hase 2: C

ontent A
nalysis 

! P
hase 3: Testing Im

pacts 

Affect to Action Project 
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1. R
ead lots of psychology  

2. W
atch lots of m

ovies 
3. Look for patterns 
4. D

evelop coding sheet 

M
ethodology 
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otion to create receptivity 

3. 
E
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E
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m
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Psychological D
istance 

– 
Spatial 

– 
Tem

poral 

– 
Social  

– 
H

ypothetical 

  In
fo

rm
atio

n
 th

at is H
E

R
E

 a
n

d
 N

O
W

  g
ive

n
 to

 M
E

 
w

ith
 H

IG
H

 C
E

R
TA

IN
T

Y
 re

d
u

c
e

s d
ista

n
c

e. 

(Trope &
 Liberm

an, 2010) 

Construal Level Theory 

B
. K

arlin 



! 
First-person narrative 

! 
Identifiable victim

 

! 
Show

 im
pacts on view

er 

! 
A

ddress the view
er directly 

! 
Zoom

ing in and out 

 Establish Relevance 
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Perceive 
A

ppraise 
R

espond 

•  Threat appraisal 

•  C
oping appraisal 

Protection M
otivation Theory 
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 ! Threat A
ppraisal 

! Threat S
everity (H

ow
 bad is it?) 

! Threat Vulnerability (C
an it happen to m

e?) 
 ! C

oping A
ppraisal

     

! B
ehavioral E

fficacy (C
an I do som

ething?) 

! R
esponse E

fficacy (W
ill it m

atter?) 
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! W
hat has been done 

! W
hat can be done 

! W
hat are you doing 

! W
hat can the view

er do 

! H
ow

 do they do it 

! C
an they do it w

ith you? 

Em
pow

er Audience 

! B
e specific 

! C
onnect action to outcom

e 

! A
sk people to help 
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Film
 as Boundary Object 
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“B
oundary objects are…

both plastic enough to 
adapt to local needs, yet 
robust enough to m

aintain 
a com

m
on identity across 

sites…
They have 

different m
eanings in 

different social w
orlds 

 but their structure is 
com

m
on enough to  

m
ake them

 recognizable, 
a m

eans of translation.” 

(S
tar &

 G
riesem

er, 1989) ” 



Film
 as Boundary Object 

"specific social action cam
paigns for each film

 and 
docum

entary designed to give a voice to issues that resonate 
in the film

s”  (P
articipant M

edia, 2010) 
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The Black Box M
odel�

A black-box m
odel is a system

 of w
hich there 

is no a priori inform
ation available.  
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Program x�
Outcome y�

The Black Box in Film�

If X
, then Y 
O

R
 

If film
/cam

paign happens, then outcom
es occur. 
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Program x�
Outcome y�

Questions remain…�

W
hat is the program

? W
hat is going on here? 

H
ow

 do w
e m

easure outcom
es? 
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Program x�
Outcome y�

A theoretical approach�

H
ypothesis / Theory 

C
learly defined and 

operationalized 
M

etrics tested for 
reliability &

 validity 
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D
eveloping Case Studies 

B
. K
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D
istribution 

1. Theatrical R
elease 

2. Broadcast 
3. Festivals 

 

4. Screenings 
5. D

V
D

 
6. D

igital 
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M
arketing 

1. Targeting 
2. Branding 
3. A

dvertising 
4. Prom

oting 
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Technology 

1. W
eb 1.0 (w

ebsite) 
2. W

eb 2.0 (social m
edia) 
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Outreach 

1. Schools: curriculum
, clubs, events 

2. Places of w
orship 

3. C
om

m
unity m

eetings, screenings, etc. 
4. Large-scale events 
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Collaborations 

1. Partners (N
G

O
s, com

panies, etc.) 
2. O

pinion Leaders (celebrities, experts, etc.) 
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Lobbying 

1. D
irect 

2. Indirect 
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Participatory Cultures 

“N
ot every m

em
ber m

ust contribute, but all m
ust believe they are free to 

contribute w
hen ready &

 that w
hat they contribute w

ill be appropriately valued.” 
 

 
 

 
 

 
           H

enry Jenkins 
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Case Study – Invisible Children 



W
ho gets involved? 

0%
 

2%
 

4%
 

6%
 

8%
 

10%
 

12%
 

14%
 

16%
 

18%
 

8 
12 

16 
20 

24 
28 

32 
37 

42 
46 

51 
64 

Percentage of sample 

A
ge 

A
ge W

hen Exposed to Invisible C
hildren 

M
iddle 

School 
17%

 

H
igh 

School 
60%

 

C
ollege  
16%

 

N
ot in 

School 
7%

 

Student Status W
hen Exposed 



H
ow

 do they get involved? 
Spheres of Influence: 
1. 

O
rganizational 

2. 
Interpersonal 

3. 
M

edia 
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1. 
Education 

2. 
Em

powerm
ent 

3. 
Engagem

ent 

(K
now

ledge/S
kills) 

(B
eliefs/Values) 

(Vocational/C
ivic) 

Im
pacts on participants 
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Im
pacts: Educate 

K
nowledge about the 

issues 

D
eveloping Efficacy 

and Skills 
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Enhancing personal 
values 

Im
pacts: Em

pow
er U

nderstanding 
connections B
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Im
pacts: Engage 

G
uiding academ

ic and career choices 

Enabling C
ivic Engagem

ent 
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Thank you! 

 

Beth K
arlin 

Em
ail: bkarlin@

uci.edu 
w

w
w.cusa.uci.edu  

Storytelling 

Engagem
ent 

A
ctivism

 SEA
change 


